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In recent years, a global panic regarding the safeness of toys and food products 
from China, a global financial crisis festering since September 2008, and the 
prevailing winds of the foreign trade protectionism has made for a ‘perfect’ storm, and 
has put in peril the “Made In China” label. In an environment where they are under 
increasing pressure, both internally and externally, and development space for OEM 
companies is becoming ever smaller and smaller, it is painfully evident that the lack 
of owning their own brand name is the greatest challenge that facing export-oriented 
companies. This problem is not limited in a few companies or industries, but an 
embarrassing situation that needs to be rectified in all industries. But evolving from 
OEM production to self-owned brands is not an easy task, how long will this process 
be and how many obstacles will there be on this path? 
This paper will review brand building and brand upgrading theories from both 
domestic and international experiences. The paper will introduce the CBBE Model in 
detail, and will use the P Group as an example. Considering current situation and 
main issues of China's apparel market, this paper analyzes P Group’s strengths and 
weaknesses in the process of brand building and upgrading. The paper will also 
propose some suggestions on brand building. Hopefully, these analyses and 
experiences may be useful to other domestic companies, and eventually make the 
brand, “Made in China”, play an important role on the world stage.   
This paper contains five chapters. Chapter One is an introduction of this topic 
and its significance. Chapter Two defines what a brand name is and reviews the 
theories behind brand building and brand upgrading with the emphasis on the CBBE 
Model. Chapter Three introduces the problematic situation of China's apparel industry 
and the urgency and necessity for brand creation and upgrade. Chapter Four is the 
introduction of P Group, and describes the current situation of company and their 
















will determine what their strength and weaknesses are, and point out any problems 
and propose solutions for them. Chapter Five is the conclusion of the paper and 
contains a summarization of the ideas mentioned in the paper. This chapter also briefs 
the reader on the paper’s research limitations and provides directions on future 
analyses by this researcher. Hopefully the core contents of this paper will evoke ideas 
for others to build and strengthen their own “Made In China” brands. 
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中国的企业要渐渐摆脱 OEM(Original Equipment Manufacturing)模式，
提倡自创品牌或自主品牌模式；要从 MIC(Made in China)，即“中国制造”模
式转型 BIC(Brand in China)“中国品牌”模式，才能在未来国际化的品牌竞
争中立于不败之地。 
 































2、案例研究   
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